CHICAGO 


PUBLISHED 
WEEKLY at 537 
S. DEARBORN ST. 


HAR. 7504 
L— 


| Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1982, at the postoffice at Chicago, Ill., under the act of March 8, 1879. 


NEW YORK 


GRAYBAR 
BUILDING, 420 
LEXINGTON AV. 
MO. 4-1572 


Vol. 3, No. 31 


AUGUST 6, 1932 


5 Cents a Copy, $1 a Year 


Rough Proofs 


Add ironies of advertising: “Sleep 
on a Way sagless spring” is the mes- 
sage of a neon sign in Minneapolis, 
overlooking a park where unem- 
ployed men sleep on the grass. 
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At that, on a hot summer night it 
would be hard to beat a nice, cool, 
springy couch on the sod, supplied 
without charge by Mother Nature 
and a generous municipality. 
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A new advertising agency in New 
York has a fine suite of offices and 
a staff of aces, but no clients. Its 
situation, though, is a lot better than 
that of an old agency in the same 
predicament. 
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The agency handling Hellman’s 
Mayonnaise runs different copy in 
morning and afternoon newspapers, 
thus making it possible to chase the 
old bugaboo of duplicate circulation 
right out of the advertising picture. 
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The Bank of America in San Fran- 
cisco has added 130,000 new custom- 
ers through advertising, ADVERTIS- 
ING AGE reports. The story doesn’t 
say whether they were the old cus- 
tomers of the other banks. 
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“Sleep better and wake up cheer- 
fully.” 

This is the type of copy that could 
be used successfully by advertisers of 
bedding, boats or beverages, but ac- 
tually it belongs to an alarm-clock. 
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“Few men object to the use of cos- 
metics, judiciously applied,’ an in- 
vestigator reported recently. In the 
application of lip rouge, for example, 
a judicious attitude is especially de- 
sirable. 
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A typewriter company is advertis- 
ing “piano action,” suggesting that 
writing on its machine is just as 
easy as playing a piano. But you 
ought to see what some of the artists 
can do with one finger. 
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Joe McCarthy was fired by the 
Cubs for not winning a world’s series, 
and Rogers Hornsby gets the air be- 
cause his team is only in second 
place. A manager who finished third 
would probably have to be dug out 
of his dug-out. 
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The author of a recent survey on 
the distribution of electrical appli- 
ances has been kept busy ever since 
explaining his conclusions. The fate 
of the research man is to end up by 
not believing even his own findings. 
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The New Yorker Hotel suggests 
that “night clubs and big beaches 
too” are part of a vacation-on-Man- 
hattan island. That’s right; you can 
get to a beach from New York with 
hardly more trouble than it would 
take to land in the surf at Atlantic 
City. 
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The French don’t care who plays 
against them in the Davis cup 
matches as long as they are per- 
mitted to call the shots. 
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This is the time of year when 
overhead begins to get right under 
foot. 

Cory Cus. 


QUIRK SUCCUMBS 
TO PNEUMONIA 
IN CALIFORNIA 


Publisher of ‘‘Photoplay’’ Is 
Dead at 49 


Chicago, Aug. 4.—‘Give ’em what 
they want!” 
This was the shibboleth of James 


James R. Quirk 


R. Quirk, whose sudden death in 
Hollywood, Cal., Aug. 1 aroused gen- 
eral regret in the advertising and 
publishing field. It was the slogan 
which carried Photoplay, seemingly 
destined to early oblivion, to such 
scintillating stardom that almost a 
score of papers sprang up to satisfy 
the demand for news and gossip of 
filmdom. 


Though Mr. Quirk lived in New 
York, where editorial offices of 
Photoplay are situated, he spent 
much of his time in motion picture 
centers acquiring material for the 
magazine, including his own amus- 
ing column, “Close-Ups and Long- 
Shots.” 


He caught cold in Northern Calif- 
fornia while on such a_ mission. 
Pneumonia developed and doctors 
were unable to stem the tide. Serv- 
ices were held in Hollywood Wed- 
nesday, after which the body was 
shipped to New York. 

Mr. Quirk, who was only 49 years 
old, served as editor of the Wash- 
ington Times and Popular Mechan- 
ics. He bought Photoplay, then 
beasting only 13,000 circulation, in 
1°14. He had a genius for organ- 
ization, as well as for divining the 
tastes of his audience. : 

He surrounded himself with a 
galaxy of editorial and advertising 
talent, the latter headed by Miss 
Kathryn Dougherty, whose business 
ability won her the office of secre- 
tary-treasurer. 


Bought Second Paper 


After Photoplay was firmly estab- 
lished, Mr. Quirk acquired Opportu- 
nity, a magazine for salesmen. Under 
the Quirk direction, it became a defi- 
nite success. 

One of Mr. Quirk’s innovations 
was the establishment of an annual 
award for the best photoplay of each 
year. In this way, he exercised a 


(Continued on Page 10) 


New York, Aug. 4.—Proximity, a 
factor which also encourages stren- 
uous competition, has united four 
New York hotels in a co-operative 
campaign to sell the Grand Central 
7one to travelers as the best section 
of New York for hotel residence. 


The welding of effort was accom- 
plished by the force of the fact, well 
known to hotel operators but never 
before acted upon, that travelers 
habitually patronize certain sections 
with which they are familiar or 
which are convenient. This is so 
well understood that it finally gave 
birth to the co-operative idea. 


Since the campaign deals with 
only the primary objective, the par- 
ticipants supplement it with individ- 
ual copy reiterating the co-operative 
theme and carrying on with the 
story of distinctive features. If the 
co-operative advertising did not tie 
in with individual promotion, in- 
cluding choice of mediums, it would 
lose much of its appeal to both spon- 
sors and public, it is said. 


The hotels are the _ Biltmore, 
Roosevelt, Commodore and Waldorf- 
Astoria. The advertising is pre- 
pared by Kenyon & Eckhardt, Inc., 
New York. 

The project first got under way 
with copy in the European editions 
of the New York Herald and Chi- 
cago Tribune. It was’ extended 
this week to west-bound editions of 
the ocean daily newspapers pub- 
lished on nearly 90 boats operated 
by 10 leading lines. The addition 
of newspapers in principal cities of 
the United States in the near future 
is contemplated. 


Map Dominates Copy 


The one advertisement prepared so 
far reveals the importance attached 
to selling the neighborhood by de- 
voting three-fourths of the space to 
a pictorial map of the Grand Central 
zone. A panel heading reads: 

“At the Gateway to America. New 
York’s hotel center ...in the zone 
of the best shops... next door to 
the theatres, Central Park and the 


New York Hotels 


Co-operate to Sell 
Grand Central Zone 


MAP NEW YORK 


At the Gateway tw America 


Strategic locations are featured 


in the new campaign. 
finest residential section ... at the 
heart of city transportation ... the 


key section of New York, built 
around ‘Grand Central,’ the terminus 
of famous trains to New England, 
the West and Canada.” 

The delicate problem involved in 
individual mention is adjusted by 
having the participants sign the ad- 
vertisement in alphabetical order, 
the name of the hotels being fol- 
lowed by the base rates and selling 
phrases within six characters of 
uniform length. 

The Biltmore labels itself, “a 
world-famous hostelry”’; the Com- 
modore, “a complete hotel institu- 
tion”; the Roosevelt, “transient, 
modern, convenient.” The Waldorf- 
Astoria is last with the shortest, “in- 
ternationally known.” 

The advertisement is concluded 
with the display line, “Reservations 
may be cabled collect to any of these 
hotels. Representatives will meet 
patrons at pier.” 


Last Minute 


agency is Lord & Thomas. 


League is sponsoring the project. 


D. P. Brother, director of the 


News Flashes 


Quaker Oats Returns to Newspapers 
Chicago, Aug. 5.—Quaker Oats Company, which has been absent from 
newspapers for several years, will shortly release a campaign in cities of 
100,000 and up, Donald B. Lourie, advertising manager, announced. The 


Open Fight on “Wisconsin Products Week” 
Madison, Wis., Aug. 5.—Governor LaFollette’s proclamation of “Wis- 
consin Products Week” Sept. 26-30 is being criticized by a number of 
publishers, though the Governor said the Wisconsin Daily Newspaper 


General Motors, Chrysler to Change Policies? 
Detroit, Mich., Aug. 5.—Both General Motors Corp. and Chrysler Corp. 
will change trade policies, it is reported here. 
to contemplate placing its entire line with one agency, while Chrysler will 
have a different agency for each car. 


General Motors is said 


advertising section, General Motors 


Corp., has become vice-president and member of the executive committee, 
Campbell-Ewald Co., William W. Lewis taking his old post. 


“National Sportsman” Reduces Rates 
Boston, Mass., Aug. 5.—National Sportsman and Hunting ¢ Fishing have 
announced rate reductions of 10 per cent, effective with their October issues. 


SHOPPING NEWS 
MAY MAKE BOW 
IN. SEPTEMBER 


Big Chicago Stores Discuss 
New Medium 


Chicago, Aug. 4.—State Street 
department stores were injected 
into the newspaper rate situation 
this week when rumors became 
current that a free distribution 
shopping guide would make its 
appearance next month. 


“Several heads of stores confirm 
the report that Chicago’s leading re- 
tail thoroughfare will have its own 
shopping news,” said Women’s Wear, 
authoritative trade daily. “It will at 
first be issued once a week and later 
possibly semi-weekly.” 

Carroll Shaffer, former publisher 
of Chicago Evening Post and other 
daily papers, is mentioned as the 
publisher of the proposed shopping 
guide. Mr. Shaffer told ADVERTISING 
AGE, however, that he would be glad 
to print the new paper, but has no 
ambition to be its publisher. 


All Have Signed 


“State Street stores have on sev- 
eral occasions considered a shopping 
news,” said Women’s Wear, “but this 
is the first time all have signed to 
participate. 

“The paper will have a circulation 
of about 500,000, according to one 
State Street executive, and the rate 
will be one-third less than that 
charged by two afternoon papers. 
The initial issues may have a half- 
page of editorial or news matter, the 
other half devoted to boxes for each 
of the stores using a full page. The 
first issue is expected to be 10 pages. 

“Officials of the State Street Coun- 
cil, which has sponsored the move 
for a shopping news, claim that al- 
though individual stores have signed, 
the group has not acted as a whole. 
They say that if other papers follow 
the Tribune in reducing rates, the 
shopping news may be abandoned. 
The heads of some stores say, on the 
other hand, the shopping news will 
be issued regardless of any other 
developments.” 

One expert told ADVERTISING AGE 
that the shopping guide idea would 
at least get a thorough test. 

“The big State Street stores have 
had just as hard a nut to crack as 
have national advertisers,” he said 
significantly—“only more so.” 

“Advertising has always been the 
weapon on which they relied to de- 
feat sales resistance. It has pulled to 
some extent, but not well enough to 
allow them to do business at a profit. 

“The stores have been able to re- 
duce most of their expenses, and 
rightly or wrongly, they think news- 
paper advertising should also be re- 
duced in price. 


Can’t Get Together 


“Most of the Chicago papers, how- 
ever, have adopted a stand-pat policy, 
believing they have nothing to gain 
by rate reductions. Hence the situa- 
tion has reached an impasse, with 
the subsequent decision of the stores 
to publish a paper of their own. 

“The results will be interesting. 
There is no doubt that newspaper ad- 
vertising gives a store prestige which 
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ADVERTISING AGE 


August 6, 1932 


could be created in no other way. 
This has been proven by the history 
of shopping guides. They pull well 
at first, then gradually less, until 
they cease to be profitable mediums. 


“It is possible that a judicious 
combination of newspaper advertis- 
ing and space in the shopping paper 
may hold up pulling power of the 
latter. In any case, it seems true 
that the effectiveness of free circula- 
tion papers is dependent on the back- 
ground created by newspapers.” 


Some State Street stores recently 
began house-to-house distribution of 
advertising on a large scale, possibly 
as a test of pulling power of a shop- 
ping news. 


New Design Firm 
Opens in Chicago 

Heer, Coy & Conrad have opened 
offices at 612 N. Michigan Avenue, 
Chicago, to offer creative service, in- 
cluding merchandising ideas, product 
styling, sales campaigns. 

Raymond N. Heer has specialized 
in architecture and painting, C. Lynn 
Coy in sculpture. Charles A. Con- 
rad is a sales expert. 


Slocum with Macfadden 


George Slocum, has been named 
Detroit manager for Macfadden Pub- 
lications, but retains his interest in 
Capper-Harman-Slocum. 


Rates of Many 
Dailies Higher 
Than in 1928 


Chicago, Aug. 4.—Of 173 newspa- 
pers analyzed by Frank B. Avery, 
space buyer for McJunkin Advertis- 
ing Co., rates of 102 are the same as 
or higher than in 1928, Mr. Avery 
said in a letter to some of their pub- 
lishers this week. 

The line rate for all 173 newspa- 
pers was $44.485 in 1928 and $47.1015 
today, he said. The milline rate was 
$1.94, compared with $2 today. 

Mr. Avery said the objective to- 
ward which all branches of the pro- 
fession are working is a larger vol- 
ume of advertising and reduction by 
key newspapers would help attain 
this end. 

His analysis was based on A. B. C. 
publisher’s statements for March 31, 
1928, and March 31, 1932. He began 
with New York and Chicago and 
worked down. Where changes made 
it difficult to get comparative figures, 
the newspaper was not included. 

The analysis showed decreases by 
66 papers. Mr. Avery’s letter, ad- 
dressed only to publishers whose 
rates seem to have held steady or 
increased, said stimulating volume is 
a common problem. 


CATALOG EXPERT 
GUEST OF CLUB 
ON ANNIVERSARY 


Carroll Completes 50 Years 
with Simmons 


St. Louis, Mo., Aug. 2.—The Ad- 
vertising Club of St. Louis took time 
out today to felicitate James A. Car- 
roll on the completion of 50 years 
with the Simmons Hardware Com- 
pany, whose Keen Kutter brand is 
nationally known. Mr. Carroll is 
manager of the catalog and printing 
department and in 1924 was made a 
director of the company. 


Gets Big Cake 


The celebration was marked by a 
gold-leaf issue of the club’s paper. 
The Hotel Statler presented Mr. Car- 
roll with a huge cake, while the Sim- 
mons Hardware Company handed 
him a bouquet of gladioli and roses. 

Charles E. Williams, president of 
the C. E. Williams Shoe Co., was 


Leads All Ohio Newspapers in Total 
Advertising First Seven Months of 19392 


The importance of Akron as a Major Ohio Market is 
proved by the fact that Akron’s leading newspaper carried 
more advertising the first seven months of 1932 than did the 
leading newspapers in Columbus, Dayton, Cleveland or 


Cincinnati: 


Total Total 
Display Advertising 
AKRON BEACON JOURNAL.. 6,129,563 7,205,604 
Columbus Dispatch*............. . 5,953,537 7,197,012 


Dayton News*. 
Cleveland Press... . 
Cincinnati Times-Star....... 


5,939,721 
Sev Ts 
pearke . 5,244,165 


6,606,244 
6,226,020 
5,967,562 


*Seven days. All figures from Media Records. 


Your advertising in the Akron Beacon 
Journal gives you complete econom- 
ical coverage of the Akron market. 


AKRON BEACON JOURNAL 


A Metropolitan Newspaper in a Highly Responsive Market 


Represented by 


STORY, BROOKS & FINLEY 


Member: A. B. C.—A. N. P. A.—Major Market -Newspapers, Inc. 


VETERAN HONORED BY ADVERTISING CLUB 


a 


E. H. McReynolds, president of St. Louis Club, congratulating Mr. 
Carroll. 


chairman of the day. He remarked 
with pride that he once worked un- 
der Mr. Carroll and was appraised as 
“very good” by the veteran. 


Until 1880, Simmons Hardware 
Company, in common with other 
manufacturers and jobbers, issued 
catalogs in loose-leaf form. In that 
year, Mr. Carroll introduced the idea 
of a new catalog every year, which 
lightened the work of retailers and 
insured a fairly up-to-date book. 


Mr. Carroll also worked with Mer- 
genthaler Linotype Company with 
the result that in 1907, 90 per cent 
of the Simmons catalog was set by 
machine instead of hand. It is said 
Sears, Roebuck & Co. bought their 
first linotypes from Mergenthaler on 
the strength of this achievement. 


Easy to Order 


Mr. Carroll’s greatest catalog im- 
provement was also what now seems 
the most obvious. It was to simplify 
ordering by giving each product a 
number. 

When E. C. Simmons, head of the 
company, was casting about for some 
method of inducing salesmen _ to 
“Know Your Catalog,” Mr. Carroll 
suggested offering them $1 for every 
mistake they found. This solved the 
problem immediately, salesmen burn- 
ing the midnight oil in the hope of 
augmenting their incomes and bring- 
ing humiliation to the catalog de- 
partment. 

Later the idea was extended to re- 
tailers and their clerks, a Keen Kut- 
ter razor being offered to any who 
found a mistake in any of the 60,000 
listings or 30,000 illustrations. 

Mr. Carroll believes a slogan used 
by Simmons was the one most im- 
portant business-builder of his half 
century. It said, “The recollection 
of quality remains long after the 
price is forgotten.” 

This catch-line was so effective, he 
said, that it encouraged many other 
tool and cutlery manufacturers to 
advertise. 

St. Louis Globe-Democrat devoted 
part of its Sunday magazine section 
of July 31 to Mr. Carroll’s reminis- 
cences, quoting him as follows: 


Portable Bath Tubs 


“IT wonder how many of my friends 
recall the old-fashioned bath tub. We 
carried in stock any number of metal 
tubs, some of them highly decorated, 
which on Saturday night were toted 
into the kitchen or basement where 
in succession the family took its 
weekly wash. 

“I have before me a page from one 
of our old catalogues listing articles 
virtually unknown today: 

“Saw bucks, box coffee mills, ox 
yokes, bows, tobacco cutters, boot 
jacks, cheese safes, sad irons, wire 
dish covers, sugar kettles, table cas- 
ters, kerosene lamps, heel stiffeners, 
lanterns in great variety, high- 
wheeled velocipedes, powder flasks, 
shot belts and shot pouches, cow 
bells, curry combs, wood pumps, 
horse collars, breech-loading shot 
guns, dram flasks, mule shoes—and 
don’t forget the old wooden clock 
that stood on the kitchen shelf and 
in which mother always managed to 
have a few dollars stored for emer- 
gency purposes. 

“Remember the old-fashioned foot- 
ball made entirely of rubber and 
closed with a key? Remember the 
bicycles with their solid rubber 


tires? And the old money drawers 
with a gong on them?” 


ADJUST RATES ON 
INSERTS, COVERS 


New York, Aug. 4.—Passing on 
economies in color printing to adver- 
tisers, Good Housekeeping has an- 
nounced an adjustment in cover and 
insert rates. 

“Good Housekeeping has adjusted 
rates for four-color insert pages and 
for inside covers from $9,200 to 
$8,400, effective with its October is- 
cue,” said D. L. Hedges, business 
manager. 

“This has been made possible 
through a saving in the cost of four- 
color printing on inserts and inside 
covers, which we desire to pass on to 
our advertisers. 

“There will be no change in our 
present basis of circulation. While 
we will maintain our former policy 
of not guaranteeing circulation, our 
rates are based, as formerly, upon 
an average net paid of 1,850,000 
copies and we will continue to de- 
liver in excess of that amount.” 

Mr. Hedges also emphasized Good 
Housekeeping’s policy of maintaining 
physical and editorial quality. 


Pease, Bringolf Are 


Golf Champions 


Elton Pease, Standard Show Card 
Service, won low gross in the annual 
golf tournament of Advertising Coun- 
cil of Chicago July 28 at Glen Oak 
with 84-7-77. He captured the Sea- 
man Paper Company cup. 

Low net was the portion of Floyd 
A. Bringolf, F. A. Bringolf Co., with 
90-18-72, winning the Max A. Berns 
Trophy. 

The trophy offered by Chicago 
Post, American Legion, went to Dr. 
P. G. Stordeck. Daniel W. Davis had 
lowest putts, 29. R. G. Marshall, 
Marshall Letter Co., won first booby 
prize, closely followed by Edgar 
Schnadig, Chicago Mail Order Co. 

Foursome prizes were awarded by 
the chip system in this order: Floyd 
A. Bringolf, James K. D. Ewell, W. 
Taylor, Hank Dralle, Elton Pease, 
H. K. Clark, Keith Kellogg, Jay 
Brown, W. T. Morgan, Norman 
Marsh, D. C. Leetch, E. T. Lorenzen. 

Bud Brugh was chairman of the 
golf committee. 


Salt Lake Committees 
Named by Cummings 


Marlow L. Cummings, Jr., presi- 
dent of Salt Lake Advertising Club, 
Salt Lake City, Utah, has appointed 
committee chairmen. Frank B. Mce- 
Latchy, Station KSL, heads the pro- 
gram committee. Other chairmen: 

Membership, L. D. Simmons, Utah 
Gas & Coke Co.; attendance, C. F. 
Wibel, Mountain States Telephone & 
Telegraph Co.; publicity, Marion C. 
Nelson, L. S. Gillham Co.; speakers, 
D. S. Woolley, Pacific Railroad Ad- 
vertising Co.; new activities, Harold 
W. Pickering; educational, W. G. 
King, Bird & Jex Co. 


Thornburg Joins Club 


W. H. Thornburg, advertising man- 
ager of Hecker H-O Co., Buffalo, has 
thrown in his lot with the Greater 
Buffalo Advertising Club. 


Agency for Smack 


Smack Corp., New York, has ap- 
pointed Reimers, Whitehill & Sher- 
man, New York, to advertise ice 
cream machinery and develop new 
ice cream products. 
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ADVERTISING AGE 


UP GO THE TARIFF WALLS 


Tariffs may rise where they will... but there is one market that raises 


no barriers to the American manufacturer . . . richer, more readily 


accessible, than any tariff-guarded land. Right within the borders of 


the United States it lies...a market which represents two-fifths of 


the buying power of this country... The Country Gentleman market. 


NO TARIFFS, no shifting monetary stand- 
ards, no lack of distributive machinery, 
limit you in selling to this vast domestic 
field, dominated by the 1,700,000 modern, 
prosperous Country Gentleman families. 
They are leading producers, shippers, bank- 
ers, business men...just like other leaders, 
except that their interests and wealth have 
their roots in the soil. 


Seventy out of every 100 of these selected 
families own homes. Eighty-six per cent 
of them own motor cars. They live within 


easy access of modern shopping centers 
where they purchase regularly the family 
supplies for nearly 6,000,000 people. They 


interest and loyalty as does no other maga- 
zine or group of magazines. 


Do you gain by heaping up your ap- 
propriation on the urban three-fifths of 
your potential and overlooking this two- 
fifths, which is so accessible, so impor- 
tant, and so responsive? 


Advertise in The Country Gentleman, reach 
this 40%, and give your salesmen a better 
chance to realize ALL of their potential. 


obtain their personal 
and business guidance 


Make Your ADVERTISING BALANCE WITH 
SALES OPPORTUNITY 


If your product 


from one principal 
source... The Country 
Gentleman. 


PLACES UNDER 10,000 


In fact, because of the 
real service it renders 
them, The Country 
Gentleman holds their 


NATIONAL 


RETAIL PURCHASES 


42.8% The COUNTRY GENTLEMAN plus A 5 


47.2% The COUNTRY GENTLEMAN plus E 52.8% 


H 
382% The COUNTRY GENTLEMAN plus Ag 618 


* ABC figures. More detailed analysis raises this igure 10 80% H 


PLACES 10,000 AND OVER 


is one that most families 
can use or enjoy.... 
The Country Gentleman 
should be one of the first 
three magazines in your 


advertising plan. 


THE COUNTRY (GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 
... Key to 40% of National Sales Potential 


THE CURTIS PUBLISHING COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 
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Advertised Brands As a Protection 
to the Consumer 


Kenneth Collins, of R. H. Macy & 
Co., one of the ablest retail merchan- 
dising men in the country, con- 
tributed a highly interesting article 
to the current issue of The Saturday 
Evening Post, under the title, “What 
Price Quality?” 

In it he points out the swing to- 
ward cheap “bargain” merchandise 
which has been in evidence for the 
past year or more, and emphasizes 
the need for the re-establishment of 
higher standards of quality on the 
part of manufacturers. distributors 
and consumers. 

In connection with the latter phase 
of the problem, Mr. Collins is in- 
clined to blame the ultimate user be- 
cause of the increasing demand for 
bargains, and insistence on the pur- 
chase of merchandise which is cheap 
in price, no matter what the quality 
may be. 

He explains, however, the use of 
laboratories and consumer research 
bureaus, which, through scientific 
analysis, are able to point out weak- 
nesses in materials or in construc- 
tion, and to report on goods which 
are not up to the mark and do not 
promise satisfactory service. 

It is at this point, we think, that 
Mr. Collins fails to make sufficiently 
clear the service performed by the 
manufacturers of branded advertised 
products, in collaboration with re- 
sponsible retailers, in establishing 
and maintaining standards of quality 
which represent a real protection to 
the ultimate user. 

The average consumer cannot be 
a trained analyst, and cannot check 
with a research bureau every time he 
or she is in the market for any arti- 


cle of ordinary consumption. The 
flood of unnamed, shoddy merchan- 
dise flowing through the channels of 
trade makes it necessary for the con- 
sumer to do more than apply scien- 
tific tests to goods offered for sale, 
and to demand brands which repre- 
sent known standards of quality, as 
proven by years of consistent adver- 
tising and satisfactory experience. 

The high-class store, which has its 
own standards, and which is in a 
position to enforce them through its 
own testing laboratories, should co- 
operate with manufacturers in mak- 
ing it possible for the consumer to 
buy with full assurance of satisfac- 
tion. The fact that consumers’ 
leagues are turning to outside agen- 
cies for protection against shoddy 
merchandise is an indication that 
this co-operation has not been forth- 
coming. 

Advertising of brands makes 
standards of quality known, and at 
the same time imposes upon the 
manufacturer the responsibility for 
their maintenance. Since he has an 
investment in good-will, represented 
by the effort to make the brand well 
and favorably known through adver- 
tising, there is constantly imposed 
upon that manufacturer the neces- 
sity for protecting it by holding up 
to the quality which has justified the 
advertising. 

The best bar against shoddy mer- 
chandise is aggressive presentation 
by retailers of goods for which the 
manufacturer vouches through his 
advertising, and which the merchant 
can afford to endorse through his 
own tests, display and publicity. 


The Broadcasters Have a Problem 


Managers of radio broadcasting 
stations have begun to be confronted 
with a problem with which pub- 
lishers and operators of other adver- 
tising mediums have been familiar 
for a long time: that of endeavoring 
to control the copy of advertisers, to 
protect the buyer and at the same 
time the best interests of the adver- 
tiser himself. 

The demand in radio programs at 
present, as in all other kinds of ad- 
vertising, is for immediate sales re- 
sults. Because of that, the commer- 
cial announcements included in 
many programs have been converted 
into out-and-out sales talks, with 
prices and descriptions of merchan- 
dise included. In many cases the 


whole effect has been to cheapen the 
program. 

“I am confident,” said the head of 
one of the largest and most popular 
stations in the country, “that adver- 
tisers using this type of program are 
getting results, because otherwise 
they would not continue it. But I 
am also certain that they are offend- 
ing an enormous number of listeners, 
who object in the most effective way 
possible—by tuning out that program 
and that station. In the long run, 
the advertiser is hurting himself; 
immediately, he is hurting us, and 
hurting radio broadcasting.” 

It seems to be the old story of try- 
ing to protect the life of the goose 
which is capable of laying a lot of 
beautiful golden eggs. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


416. Kitchen Secrets. 


The Cleveland News has issued 
this study of consumer food prefer- 
ences, described as the most compre- 
hensive ever attempted in its market. 
While advertising and sales man- 
agers of food manufacturers will find 
much food for thought in the results, 
the outstanding indication is that 
many advertisers have failed to do 
a good job. On ready-to-eat corn 
cereals, 48.6 per cent of those queried 
had no choice as to brand. In the 
uncooked cereal field, 82.84 per cent 
had no choice of wheat meal cereals. 
No fewer than 46.5 per cent failed to 
indicate a favorite ginger ale, while 
55.9 per cent had no leaning toward 
any one brand of root beer. The 
figure was lower on flour, with 14.3 
per cent; mayonnaise, 3¢.3 per cent; 
and butter, 19.8 per cent. 


417. Soap Preferences in Detroit. 


Lux is the best seller in the toilet 
soap field, according to this consumer 
survey by the Detroit Free Press. 
Rinso leads box soaps for laundry 
purposes. Super-Suds and Palmolive 
Beads are shown as making large 
gains, although outsold by older 
brands such as Chipso and Lux 
Flakes. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


410. Where She Lives. 


Circulation of a recent issue of 
Modern Magazines, Modern Romances 
and Modern Screen, is analyzed by 
cities, counties, states and sections 
in this booklet, which also contains 
tables and maps showing percentage 
of circulation compared with per- 
centage of total population in each 
of the states, and percentage of urban 
and rural circulation. 


382. Thomson Posters. 


This is a detailed exposition of 
Thomson Posters, produced by 
“opaque printing,” and making it 
possible for the user of posters in 
small quantities to obtain work com- 
parable in art and workmanship 
with those produced in larger 
quantities with standard processes. 
An interesting feature is the inclu- 
sion of color samples, enabling the 
advertiser to specify the exact back- 
ground desired. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


388. Trafic Flow Map of Milwaukee. 


Study of the flow of traffic is being 
undertaken in a large way by the 
outdoor advertising industry, Mil- 
waukee being one of the latest cities 
covered. The “circulation” in the 
Milwaukee district, according to the 
map issued by Cream City Outdoor 
Advertising Co., is 1,756,000 persons 
daily. 
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Voice of the Advertiser 


Moore Draws Parable 


From Pelican Story 

To the Editor: You may be in- 
terested in a little advertising stunt 
we are using with astonishing re- 
sults. Using as our text the story of 
the pelicans of Santa Monica Bay 
who were so used to being fed by 
fishermen that they forgot how to 
fish for themselves and languished 
when fishermen no longer fed them, 
we printed little membership cards 
in the “Go-Get-Em” Pelican Club, and 
sent them out to all our customers 
and prospects. 

We have received several thousand 
requests for these cards from all over 
the country, and we are now work- 
ing up a little newspaper, “Pelican 
Club News,” for members. We are 
also going to issue membership but- 
tons. 

While our primary motive is to in- 
crease sales of our stoves and ranges, 
we want to help our customers get 
away from promotion of low-priced, 
low-grade merchandise which has 
been flooding the market and concen- 
trate on quality items. 

We have been keeping our ear to 
the ground and are convinced that 
a change in buying trends has begun. 
Dealers can’t sell “junk” and expect 
to make a profit or build a perma- 
nent business. People have lost faith 
in bargain sales and advertising 
managers of several large stores have 
told me that sale advertising does 
not pull nearly as well as it did. 

This seems to indicate that the 
buying public is becoming fed up, to 
a certain extent, with strictly price 
merchandise and that it wants rea- 
sonably good merchandise at 1932 
price levels. 

R. K. SALYERs, 


Merchandising Megr., Moore 
Bros. Co., Joliet, Ill. 
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How Many Advertisers 
Redesigned Packages? 
To the Editor: I read with inter- 
est the letter headed, “Wants In- 
formation on Redesigned Packages.” 
I would appreciate it if you would 
give me the names of some of the 
companies which have recently 
changed their packages. 
JESSE KRAM, 
Louis Kram, Inc., New York. 


Editor’s Note: Here is a partial 
list of such advertisers: 

Heck-Conard Co., Kansas City, 
Instant Deodorant; Joseph Burnett 
Co., Boston, extracts; Kellogg Co., 


Battle Creek, Mich., Rice Krispies; 
Carter’s Ink Co., Cambridge, Mass.; 


Wahl Co., Chicago, pens and pen- 
cils; Borden Co., New York, ice 
cream and cheese; Vadsco Sales 
Corp., New York, face powder; 
Royal Typewriter Co., New York, 
typewriter ribbons; 

General Foods Corp., New York, 


Grape-Nuts Flakes and other food 
products; Bauer & Black, Chicago, 
Cotton-Picker; Pantry Maide Prod- 
ucts Co., Chicago, jellies; Western 
Co., Chicago, tooth brushes; Bates 
Mfg. Co., Orange, N. J., bedspreads; 
General Electric Co., Cleveland, lamp 
bulbs; 

Johnson & Johnson, New Bruns- 
wick, N. J., cleaning pads; Zanol 
Products Co., Cincinnati, toilet 
goods; Moran Shoe Co., Carlyle, IIl., 


shoes; Lion Shirt Co., New York; 
Libby, McNeill & Libby, Chicago, 
olives; Best Foods, Inc., New York, 


Hellmann’s Mayonnaise; Durand- 
MeNeil-Horner Co., Chicago, coffee; 
St. Louis Dairy Co., St. Louis, milk; 
Cooper’s, Inc., Kenosha, Wis., under- 
wear; B. Fisher Co., New York, tea; 
Chamberlain Laboratories, Des 
Moines, Ia., cosmetics. 
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Good Treasurers Are 
Hard to Find, Keep 


To the Editor: When I read the 
caption in ADVERTISING AGE dubbing 
me “perennial treasurer,” I couldn’t 
help but feel that this is a doubtful 
compliment. 

I have been saying to my friends 
that I think it time I was singing 
my swan song and going on the 
shelf. This in spite of the fact that 
I feel as young today as I did when 
I first stepped into the S. N. P. A. 
picture some twenty-five years ago. 

You carried a splendid report of 
our convention and this is appreci- 
ated. 

WALTER C. JOHNSON, 


General Manager, 
The Chattanooga News. 
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Synonym for Dime: 
“Manhole Cover” 


To the Editor: I had to write Ap- 
VERTISING AGE a letter so while I’m 
at it I will take full advantage of 
the three-cent postal rate. 

Just tell Copy Cub for us that in 
these days when a dime looks like 
a manhole cover, his column alone 
is worth the subscription price. 


C. Lynn Coy, 
Heer, Coy & Conrad, Chicago. 
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How Liberty Helps 
make ads better rea 


This double column in Liberty stopped 85% more persons This page in Liberty stopped 108% more persons than 
than full page in 2nd weekly, 85%omore than full page it did in 2nd weekly, 108% more than in 3rd weekly. 
in 3rd weekly. 


Wil YOU be she Judge of this 


breath at 0°} saving 
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ee se it. - —1 1. 
LISTERINE TOOTH PASTE.25 


This page in Liberty stopped 63% more persons than it did in 2nd This single column in Liberty This double column in Liberty stopped 6% more 
weekly, 79% more than in 3rd weekly. stopped 75% x ‘zee persons than same Fg page space in 2nd 
én 2nd weekly. weekly, 


58% of all “twin ads” in Liberty and 2nd weekly... 
90% of all “twin ads” in Liberty and 3rd weekly... 


Stopped More Persons In Liberty 


paar the beginning of these weekly than in a third weekly. The margin of 
Percival White Incorporated counts advantage obtained in Liberty, as rep- 
of what magazine readers actually see resented in the typical group on this 
and read, 41 ads have appeared with page ranged from 6% to 108%. Ona 
the same copy in Liberty and another dollar basis this advantage becomes 
weekly, 53 have appeared in duplicate 71% to 256%. When choice of magazine 
in Liberty and a third weekly. 5Opersons alone is found to indicate a difference of 
were thoroughly interviewed for each 71% to 256% more real circulation, hard- 
insertion in each maga- boiled 1932 advertisers 


zine. Yet, although | wrho reads the Big Weeklies? | °° justified in ee 
copy was the same, lay- se Nicaea Malis ten” eens ining their 1932 lists. 
erciva ite, inc. investi- . M . 
out the same, typogra- senees aah i Gellah, Gh come Such re-examination is 
phy, illustration the | town, good neighborboods, middling, || bringingasteady stream 


same, 58% of the ads_ || poor. Wherever they find any of the || of new business into the 
. : : three 7 they interview the F oh 
rated higher in Liberty | reader. Here is where they found them || Pages of this newly- 


thantheydidinanother | this week: known magazine... 
PerfCent of Interviews by Income : 6c a 
weekly, 90% rated | vg A $lsgs of Readers Liberty, ‘‘ America’s 
. . e Li el 
higher in Liberty Liberty weeny 2% 70% 72% 8% | Best Read Weekly. 
Third Weekly 4% 24% 68% 4% 
Twelve Weeks to Date 
Liberty 2% 33% 60 5% i 
— Second Week. 
All page ads in Liberty Third Weekly 4% 38% 53% 3% Best Read Editorial 
stopped on average: Contents P rerequisite to 
This week ( July 23 issues) iJ —— Best Read Ads 
14% oat, persons than in second Average Fiction Story in Liberty 
weekly 


Per Cent Better Per Cent Better 


18% more persons than in third Premed mee Reed Thea la 


ad W d Weekly 
weekly Week of 
July 23 70% 15% 
Twelve weeks (to date) Average todate 8% 28% 
15% more persons than in second : ‘ 
weakly Average Feature Article In Liberty 
. . Issues of July 23rd Week of 
52% more persons than in third er sacs July 23 78% 146% 
wee y Pevvemages bared om readers Prerecniages band oe ceeulenen Average to date 67% 63% 
a (UMBER OF LOTTORIAG ITEMS (NUMBER OF ADVERTINNG PAGES 12 weeks) 
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Advertiser: Lucky Strike 

Agency: Lord & Thomas 

Space: Back Cover 

Reader Interest: 105% better than 
average page 
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Advertisement 


Advertiser: Ipana 

Agency: edlar & Ryan 

Space: Back Cover 

Reader Interest: 85% better than 
average page 
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‘Gis Sette exnnorse 
the only cleonser 
You need in your home 
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Advertiser: Old Dutch Cleanser 

Agency: Roche, Williams & 
Cunnyngham 

Space: Back Cover 

Reader Interest: 50% better than 
average page 


BUOWEISER 
betped make tide we & 
grond. 


Advertiser: Anheuser Busch 
Agency: D'Arcy Adv. Co. 
Space: 4-color 3rd Cover 
Reader Interest: 45% better than 


average page 
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BOSTON LEMDS HER BEST TRAINED EARS 
ond, agen «great Mae proves ib qroatuess 


Advertiser: G. E. Radio 
Agency: Young & Rubicam 
Space: Black & White Page 
Reader Interest: 35% better than 
average page 


Ads remembered by greatest 


by Percival White, Inc. this 


Liber ty ee e America’s BEST READ Weekly 3 Big Weeklies interviewed 


week in Albany, N.Y. 
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QUESTIONNAIRE 
MINUS SAMPLES 
ANNOYS MEDICS 


Chicago, Aug. 4—Journal of Amer- 
ican Medical Association, always on 
the alert to protect its readers 
against the danger of giving some- 
thing away when it could be sold, is 
taking up the cudgels against a ques- 
tionnaire dispatched to the profes- 
sion by J. Walter Thompson Com- 
pany, New York, in behalf of Scott 
Paper Company. 

“The American Tobacco Company 
got 18,000 answers,” complains the 
Journal. “But after all, they sent 
eartons of cigarets. Where are the 
samples of toilet paper? Or perhaps 
this is to be in the nature of a 
blindfold test!” 

The Journal quotes a distinguished 
reader, Dr. Robert L. Gilman, Labo- 
ratory of Dermatological Research, 
School of Medicine, University of 
Pennsylvania: 

“The advertising agencies are at 
it again. Isn't there some way the 
complaisant and genial physician can 
be warned before the toilet tissue 
people have their 10,000 endorsers?” 

The lament of the Journal contin- 
ues: 

“Time and time again the Journal 
has commented on the questionnaire 
nuisance. Advertising agencies, at 
little more cost to themselves than 
that of postage, attempt to get from 
physicians expert testimony that can 
be used in preparing copy for their 
clients. 

“If the facts thus obtained were 
not grossly distorted and used in an 
unscientific and even fraudulent way, 
the imposition might be condoned. 
Apparently there are some medical 
men so constituted that answering 
questionnaires of this kind is their 
favorite indoor sport.” 


Davisson Manager 
of Gray Department 


George E. Davisson has joined Je- 
rome B. Gray & Co., Philadelphia, as 
manager of the financial advertising 
department. He has been with Ru- 
dolph Guenther-Russell Law, Inc. 

The Gray agency has moved to the 
Philadelphia Saving Fund building. 


TRADE ACCEPTANCE FINDS FAVOR WITH MANY ADVERTISERS 
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E. |. du Pont de Nemours & Co., Wilmington, Del., are leading a move to broaden the use of trade 


acceptances, taking short-term acceptances from responsible customers and issuing them in pay- 
ment for goods purchased. Trade acceptances received are discounted at banks or sold to ban 


through brokers. Bankers are urged to rediscount with the Federal Reserve. 


Chesterfield 
Advertising 
Most Sincere? 


New York, Aug. 4.—Advertising of 
Chesterfield is the most sincere in 
the cigarette field, in the opinion of 
women interviewed by the Psycho- 
logical Corp., of this city. 

The survey was conducted among 
1,600 housewives in all parts of the 
country. Chesterfield got 29.1 per 
cent of the votes; Camel, 14.8 per 
cent; Lucky Strike, 13 per cent; Old 
Gold, 8.9 per cent. 

Twenty-three women, or 1.5 per 
cent of the total, said no cigarette 
has sincere advertising. Another 
2.6 per cent voted for miscellaneous 
brands and 470, or 29.8 per cent, re- 
fused to commit themselves. 

“We are inclined to believe,” said 
Henry C. Link, secretary of the Psy- 
chological Corp., “that sincerity has 
become a powerful factor in the ef- 
fectiveness of advertising.” 


Bowers Decorated 


James F. Bowers, managing editor, 
Manufacturers’ News, Chicago, has 
received the Order of the Purple 
Heart. The decoration, established 
in 1782 and revived for the Wash- 
ington Bi-Centennial, is awarded only 
to those wounded in action. 


PHOTOMONTAGE TAKES PRIZE 


second 


Photograph by Eugene Friduss for S. C. Johnson & Son, which won 
ath in a recent Chicago exhibit. Needham, Louis & Brorby 


is the agency. 


M.D’S ASK FOR 
PROMPT PAYMENT 


a 

Fort Worth, Texas, Aug. 4.—About 
50 per cent of the doctors in this city 
are contributing to a 26-week news- 
paper campaign which will be signed 
by no individual or society. The 
advertising is copyrighted by E. J. 
Treffinger. 

The first advertisement in the 
series made a somewhat tearful plea 
for prompt payment under the cap- 
tion, “How Would You Like to Be a 
Physician?” 

The copy said that a doctor spends 
few uninterrupted nights in bed, but 
that the call of duty rather than the 
fee impels him to leave his couch 
when summoned. 

“The physician is just as human 
as any of us,” it continued. “Yet he 
is bound by custom, tradition and 
honor to answer the call of the sick 
wherever and whenever the call 
comes.” 

It concluded with some figures on 
payment or its lack. Less than 10 
per cent of calls are paid for when 
made; over 75 per cent are not paid 
within 30 days; nearly 50 per cent 
are not paid in less than 60 days and 
25 per cent are not paid in six 
months. 

“Is this fair?” the copy asked in 
conclusion. 


Suburban Papers 


in Consolidation 


Consolidation of the Chicago sub- 
urban papers of Harvey N. Bowen Co. 
and Lloyd Hollister, Inc., was effect- 
ed this week, Mr. Bowen becoming 
a vice-president of Lloyd Hollister, 
Ine. 

Bowen published Winnetka Times, 
Glencoe Times and _ Kenilworth 
Times, while the Hollister string 
consisted of Wilmette Life, Winnetka 
Talk and Glencoe News. 


Electromaster Has 


Tabloid House Organ 


Electromaster, Inc., Detroit, has 
started publication of “Electric Cook- 
ing,” a monthly tabloid, to promote 
the Electrochef. 

Holden, McKinney & Clark, Inc., 
is in charge. The paper is mailed 
to 20,000 prospects through dealers. 
Gerald Hulett is editor. 


Name Claude Schaffner 


Atlas-Ansonia Mfg. Co., New Ha- 
ven, Conn., has placed its account 
with Claude Schaffner Advertising 
Agency, New Haven. New outlets 
will be sought for metal stamped 
products. 


Edits “College Humor” 


Patricia Reilly Foster, formerly as- 
sistant, has been appointed editor of 
College Humor, Chicago. She suc- 
ceeds H. N. Swanson, who has be- 
come story editor for RKO films in 
Hollywood. 


Appoint Gash Agency 

Wilson-Jones Co., loose-leaf equip- 
ment, has appointed Ellis T. Gash 
Co., Chicago, to direct its advertis- 
ing. General business magazines and 
direct mail will be used. 


14th Amendment — 
Is Invoked by 
Fuller Brush 


Cheyenne, Wyo., Aug. 4.—Finding 
no precedents available, the district 
court here held that an ordinance 
passed by Green River, Wyo., for- 
bidding house-to-house selling, is an 
infringement of the rights guaran- 
teed by the 14th Amendment. Fuller 
Brush Company was the plaintiff. 

The ordinance declared “the prac- 
tice of going in and upon private 
residences by itinerant merchants, 
not having been invited so to do by 
the owners” is a nuisance. A fine 
of from $25 to $100 was provided for 
each offense. 

It was agreed that every Fuller 
Brush salesman “approaches resi- 
dences in a quiet and orderly man- 
ner; rings the bell or knocks on the 
door to attract the attention of the 
occupant; that when the occupant 
appears, the representative hands 
him a card stating substantially that 
he will call at some future time to 
redeem the card and present the per- 
son with a gift item, and sometimes 
he makes an appointment to call at 
a definite time for an interview.” 

Neither this, nor the salesman’s 
habit of leaving a card under the 
door when he gets no response to 
his ring, was regarded as a nuisance 
by the court, which held the ordi- 
nance an arbitrary regulation in ex- 
cess of police power. 

The 14th Amendment provides “No 
state shall deprive any person of life, 
liberty or property without due proc- 
ess of law.” 


Offer Optional 


Combination Rate 


Athens (Ga.) Banner-Herald and 
Augusta Herald have adopted an op- 
tional combination rate of 7.5 cents 
per line. 

The same copy must appear in both 
papers within the same week. Five 
cents goes to the Herald and 2.5 cents 
to the Banner-Herald. 


“Childrens Magazine” 


Starts in September 
Dell Publishing Co., New York, 
will start Childrens Magazine Sept. 
1 as a bi-monthly. Circulation guar- 
antee will be 75,000. 
Distribution will be through S. S. 
Kresge Co. and S. H. Kress & Co. 


German Dailies Appoint 


Lee Hammond has been appointed 
Middle West representative of Chi- 
cago Abendpost and Sonntagpost 
and New York Staats Zeitung and 
Herold. His headquarters will be in 
Chicago. 


Council Picks Landgraf 


Central Council of Social Agencies, 
Milwaukee, representing 68 organiza- 
tions, has appointed Howard M. 
Landgraf chairman of the publicity 
committee. He is secretary of Freeze- 
Vogel-Crawford. 


Weiss with WJR 


Lewis Allen Weiss, late of Station 
KHJ, Los Angeles, has become as- 
sistant general manager and mer- 
chandising director of WJR, Detroit. 


POSTER COMPANY 
ISSUES MESSAGE 
TO BONUS ARMY 


Johnstown, Pa., Aug. 4.—Johns- 
town Poster Advertising Company 
has received so many condolences on 
the arrival of the bonus army in this 
city that it has issued an open letter 
to all concerned. 

“Always room for one more—so 
come along,” said the letter, signed 
by Tom Nokes. It continued: 

“Supplementing the sweeping invi- 
tation of our big-hearted Mayor to 
the bonus army (B. E. F.) and the 
stragglers recently evicted from 
Washington, D. C., and to the hun- 
dreds of others from all parts of the 
country still arriving to join the 
group, we hasten to add our gesture 
of welcome. 

“If you have hesitated about com- 
ing on because of newspaper reports 
of congestion and lack of food, please 
be advised that we will make a spe- 
cial effort in the case of our friends 
to help provide them with rations 
and shelter. But bring your own 
cooking utensils. We have plenty of 
old wood, as we have been taking 
down quite a few boards this sum- 
mer. 


Several Choice Locations 


“Several pup tents are available, 
and you could use some old lumber 
in the supply yard, mostly capping. 
We can also establish you in front 
or back of some of our landscaped 
poster and painted bulletin locations. 
By removing a little lattice, several 
of our box-board locations should 
prove ideal quarters. 

“The summer days are delightful 
up here in the mountains, but the 
nights have been rather cool, so 
bring blankets and covers. If the 
ground seems too hard, and it is too 
cool, we could arrange to bunk you 
in our bill room. Our freshly-made 
paste is far superior also to some 
of the stew being handed out at 
times. 

“Kindly arrange to have your 
friends ship food and cigarettes at 
intervals, so that you can have more 
than one meal and two cigarettes 
per day as doled out at the tin-can 
tourist camp site. But what can you 
expect from a gypsy life, with police 
here and detectives there and De- 
partment of Justice operatives circu- 
lating freely. 

“Naturally we want to make good 
on our community painted bulletins 
along the main roads _ hereabouts 
with the copy, ‘Welcome to Johns- 
town, The Friendly City.’” 


Prier Will Direct 
Bridge Exposition 

W. J. Prier has been named direc- 
tor of an exposition to be sponsored 
by the National Bridge Association 
at Grand Central Palace, New York, 
Oct. 1-8. He has opened offices at 480 
Lexington Ave. 

Manufacturers of playing cards and 
bridge accessories will display their 
lines. Ely Culbertson, Milton C. 
Work and other experts will discuss 
the national pastime and a tourna- 
ment will be held. 


Railroad Publicity 


Pioneer Is Dead 


Isaac Bromley, 76, who founded 
the first railroad publicity depart- 
ment for the New York, New Haven 
& Hartford Railroad in 1888, died 
at New London, Conn., July 29. 

He was first designated as “adver- 
tising agent,” and later as “press 
gl He retired on pension in 


Start “Fashion Flashes’ 


Harry Grier has started Fashion 
Flashes in Boston as a trade weekly. 
Helen Haney, formerly with Boot € 
Shoe Recorder, is editor; Robert T. 
Portal, business manager; John T. 
McCulloch, production manager. 


Join Colonial Agency 


Lawrence H. Flynn and Edward 
M. Heery have joined Colonial Ad- 
vertising Co., New Haven. Both 
were with Steddiford Pitt Co. 
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IF YOU’RE NOT IN THE TRIBUNE, YOU’RE NOT IN CHICAGO 


* 


Editorial independence for 
eighty-five years has cre- 
ated a confidence and a 
comradeship which make 
this newspaper the open 
door to maximum commu- 
nity contact for advertisers 
in Chicago and its sur- 
rounding market .....:., 


* 


‘THE CHICAGO TRIBUNE has never 


been muzzled, and never can be, in 
expression of opinions or in presentation 
of facts. When occasion warranted it, the 
Tribune has vigorously challenged public 
Opinion on fundamental issues. It has 
fought for minorities and it has fought for 
majorities. Principle and not the size of 
concurring parties has always determined 
its place in a fight. 
Its correspondent at Shanghai was denied 


Chicago Tribune Offices. Chicago, Tribune Tower 
Boston, 718 Chamber of Commerce Building 


Mobilizing hundreds of thousands of words a day! Some of the 67 linotypes required to set 
the type for the news and advertising appearing in a single day’s Chicago Tribune. 


the use of war bulletins by the Japanese 
because his reports ignored official propa- 
ganda and were based on first hand facts. 
The Tribune defied this foreign gag rule in 
exactly the same way it refuses handout 
statements by politicians and propagandists 
at the capital of the United States. Trib- 
une correspondents have been threatened 
with death by Italian political extremists 
. - « condemned to death by the Soviet 
government . . . exiled by Spain because 
they dared to report the real news in com- 
prehensive, two-fisted style. This policy 
is their command and their privilege. 

As a result of this independence the 
Tribune and Chicago speak the same 
language. Community and newspaper have 


New York, 220 East 42nd Street 


confidence and faith in each other. Ex- 
perienced advertisers recognize this news- 
paper-community association as a vital 
asset to them in the approach to maxi- 
mum sales in this territory. Their experi- 
ence dictates the conclusion that the Trib- 
une is the open door to business in Chi- 
cago and the rich Chicago market. 
first in Chicago and suburbs by over 167,- 


000 more daily circulation and by over: 


156,000 more Sunday circulation than deliv- 
ered by any other paper, and it is the only 
daily paper covering and completely paral- 
leling the balance of the great Chicago 
market. Let us tell you how Kellogg, 
Kelvinator, Karagheusian and others have 
used the Tribune to their profit. 


Atlanta, 1825 Rhodes-Haverty Building 


San Francisco, 820 Kohl Building 
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ADVERTISING AGE 


August 6, 1932 


Window Display 
Organization 
to Advertise 


New York, Aug. 4.—Seventy-four 
associates of Window Advertising, 
Inc., will finance a six-months’ cam- 
paign to sell national advertisers the 
services of this organization and its 
members. The campaign will be the 
first of the kind. 

In the past, considerable mystery 
surrounded the installation of win- 
dow displays. The advertiser was 
expected to take a good deal on faith. 

Window Advertising, Inc. was 
formed to standardize methods and 


provide “checking copies” to adver- 
tisers in the form of photographs. 
It has been called “the A. B. C. of 
the window display field.” 

The forthcoming campaign will de- 
scribe the work of this organization 
and the dependability of members or 
associates. In addition to publica- 
tion advertising, a monthly paper, 
“Window Display Installation” will 
be issued. 

Sol Fisher, Fisher Display Serv- 
ice, Chicago, is chairman of the ad- 
vertising committee, other members 
being Walter G. Vosler, R. V. Wayne, 
M. H. Myers and F. L. Wertz. 


Harry Newman Dies 

Harry Newman, former advertis- 
ing manager for Pence Auto Co., Min- 
neapolis, died last week. 


Warn Against 
‘Dunning’ Via 
Postal Card 


Washington, D. C., Aug. 4.—While 
it is permissible to send “account 
due” notices on one-cent postal 
ecards, it is against the law to use 
anything savoring of a “dun” in this 
medium, the Postoffice Department 
warned this week. 

Horace J. Donnelly, solicitor for the 
department, said a postal card may 
carry a “respectful request for a set- 
tlement of current accounts or give 
notice that an account, paper, assess- 
ment, taxes, gas and electric bills, 


etc., will be due. But such cards 
must not contain notices of balances 
that have not been paid.” 

The law provides for confiscation 
of cards violating this provision, 
with a fine of not more than $5,000 
or imprisonment for not more than 
five years, or both. 


Popsicle on Air 
McJunkin Advertising Co., Chi- 
cago, has begun a spot radio cam- 
paign for Popsicle Service, Inc., 
frozen confections. Children’s hours 
will be sponsored. 


Represent WTMJ 


Free & Sleininger have been ap- 
pointed Chicago representatives of 
Station WTMJ, operated by Milwau- 
kee Journal. 


SUMMER—before you 


realize it is Spring 


HERE IS AN EYE-OPENER 
— IN 1925 McCALL'’S HAD 9.8% OF THE AD- 


VERTISING REVENUE OF THE SIX WOMEN'S 


MAGAZINES. 


OF 1932, IT HAS 17.9%. 


IN THE FIRST THREE MONTHS 


HAVE YOU SEEN McCALL’S MAGAZINE LATELY? 


CHRYSLER PUTS 
CAR OWNERS ON 
SELLING FORCE 


Detroit, Mich., Aug. 4.—Though au- 
tomobile manufacturers have always 
recognized the owner as one of the 
most prolific sources of live leads, it 
remained for Chrysler to capitalize 
this situation to its fullest extent by 
formation of a Chrysler Booster 
League in every city in the United 
States. 

This plan embraces rewards for 
car owners who provide names which 
are cashed by the Plymouth-Chrysler 
sales organization. Tests in cities of 
varying sizes were invariably suc- 
cessful in increasing sales. 

The plan will be put into effect on 
a national scale with the arrival of 
the fall selling season. The Chrys- 
ler Booster League will seek to en- 
roll every present owner of a Chrys- 
ler or Plymouth. 

A retail salesman will call on each 
owner and enlist his co-operation, 
also providing him with prospect 
ecards to mail the dealer after run- 
ning through the list of his friends. 


Merchandise as Reward 


If any of these names are con- 
verted into buyers within 90 days, 
the man who presented them will 
receive a Chrysler Booster League 
certificate. This is more than a 
piece of paper, each certificate en- 
titling the winner to a certain num- 
ber of points, depending upon the 
model of the car sold. With these 
credits the owner can obtain almost 
any merchandise he desires. 

Household equipment and furnish- 
ings, sporting goods, jewelry, and 
other standard merchandise are listed 
in a catalog of awards issued by 
Chrysler. Where the salesmen deems 
the owner of sufficient importance, 
he is authorized to present him with 
this catalog. Some owners are also 
given the monthly magazine pub- 
lished for dealers and salesmen. 

Co-operation of motorists is se- 
cured entirely by personal work. No 
mail solicitation or other literature 
is used. 


Pauline Peters Gets 
Poor Richard Medal 


Pauline B. Peters was presented 
with the Poor Richard Club’s Silver 
Achievement Medal as the Philadel- 
phia Club of Advertising Women in- 
stalled officers. Norbert A. Considine 
presented the medal for Mrs. Peters’ 
co-operation on the Advertising In- 
stitute. 

Mrs. Peters is the new president 
of the Women’s Club. 


Wisconsin Seeks 
World Fair Overflow 


Wisconsin State Hotel Assn., head- 
ed by Ralph W. Mapps, Green Lake, 
has retained Klau-Van Pietersom- 
Dunlap Associates to direct an ad- 
vertising campaign aimed to bring 
Chicago World’s Fair visitors to Wis- 
consin. 

Solicitation of funds will start im- 
mediately. 


Eclipse Celebrates 
50th Anniversary 


Eclipse Electrotype & Engraving 
Co., Cleveland, is celebrating its 
golden anniversary by distributing a 
wood-engraved portrait of George 
Washington. 

Wood engravings were the chief 
reliance of advertisers in 1882, when 
the company began business. 


Secure Exemptions 
for Hunting Garb 


The Bureau of Internal Revenue, 
Washington, has ruled fishing tackle, 
except rods and reels, and hunting 
garments are exempt from the new 
taxes. 

This concession was made follow- 
ing a conference with manufacturers. 


Macy & Klaner Expand 


Macy & Klaner, Midwest represen- 
tatives of Scott Howe Bowen, Inc., 
have added Edward E. Voynow and 
Lawrence Field to their staff. They 


will direct the radio division. 
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DIES SUDDENLY 


J. Mack Rutherford, Western ad- 
vertising manager for Simmons- 
Boardman Publishing Co., died in 
Chicago, July 28, following a minor 


operation. Only 40 years old, he 
spent 16 years with Simmons- 
oardman. 


TIE-IN SCHOOL 
DRAWS FLORISTS 
FROM 39 STATES 


Detroit, Mich., Aug. 4—No fewer 
than 700 members of the Florists Tel- 
egraph Delivery Association from 39 
states came to school to Brooke, 
Smith & French, the organization’s 
agency, to learn how to cash in on 
the advertising. The Book-Cadillac 
Hotel was the scene of the gathering. 

Lessons in local tie-ups were pre- 
sented by H. H. Ohlmacher, vice- 
president of the agency. C. C. Camp- 
bell was another speaker. He suid: 

“The flower dealer is a merchant 
in human emotions. His success is 
measured in direct proportion to his 
exploitation of these factors.” 

Novel promotional schemes, rang- 
ing from tie-ins with cooking-schools 
as they travel about the country, to 
widening the florist’s scope on Moth- 
er’s Day to include dispatch of flow- 
ers to new matrons as soon as their 
names appear in vital statistics col- 
umns, were outlined. 

New and effective combinations of 
color were explained by Glenn Tur- 
ner, St. Louis artist. Fashions pre- 
vail in flowers as well as in clothes, 
he said. Dealers should make timely 
presentations of these new fashions 
and not wait for the customer to ar- 
rive at them unassisted. 

Tommy Luke, of Portland, Ore., 
president of the F. T. D. A., predict- 
ed “Television Flowers to Her” would 
soon become the association’s slogan. 


Returns to “Times” 


Domie Hastreiter has rejoined the 
Detroit Times, after an interlude 
with the Detroit office of Scott Howe 
Bowen, Inc. 


Barcalo to B. B. D. O. 


Barecalo Mfg. Co., Buffalo, N. Y., 
beds and bedding, has appointed 
Batten, Barton, Durstine & Osborn, 
New York. 


“Geographic” Gets Cook 

After five years with N. W. Ayer 
& Son, Philadelphia, Harold W. Cook 
has joined the New York staff of 
National Geographic Magazine. He 
ew published Acetylene Jour- 
nal, 


Kennedy with Northwest 


Edward A. Kennedy has joined 
Northwest Paper Co., Cloquet, Minn., 
and will contact publishers. His 
headquarters will be in Chicago. 


Weeks Leaves Agency 

Al Weeks has left Advertisers, 
Inc., Detroit, to join Metropolitan 
Motion Picture Co., Detroit, in charge 
of creative work. 


Advertising Associates 
New Detroit Agency 
Advertising Associates, Inc., has 
been formed in Detroit, with H. 
Clyde Varney as president; Tom L. 
Munger, vice-president; L. Clyde 
Smith, secretary, and Bart A. Lynch, 
treasurer. 
Among accounts are Equitable 
Trust Co., Wallace & Co., H. B. Grow, 
Inc., and Investment Statistics Co. 


To Advertise Charms 


Charms Co., Newark. N. J., hard 
candies, has appointed G. Lynn 
Sumner Co., Inc., New York. 


Agency for Bell-Ans 


Bell & Co., Orangeburg, N. Y., 
Bell-Ans, has appointed Anderson, 
Davis & Hyde, New York. 


Advertisers 
Extend Use of 
‘Where to Buy’ 


New York, Aug. 4.—The “Where 
to Buy It” service of American Tele- 
phone and Telegraph Co., identify- 
ing local dealers with the manufac- 
turer through local classified tele- 
phone directories, is proving success- 
ful in providing the missing link in 
selling on a national scale. 

Among those who have recently 
adopted this plan are Buick, Olds- 
mobile and Frigidaire; Goodyear 
Tire, General Electric, and Friendly 
Five Shoes. Others who have tested 


the plan are extending their cover- 
age, the list including Ford, Kelvina- 
tor, Enna Jettick and Stromberg- 
Carlson. 

The “Where to Buy It” service 
makes it possible for a reader inter- 
ested by a manufacturer’s advertis- 
ing to identify local outlets quickly 
and easily, and to satisfy his urge 
before the impulse wanes. 


Chain Appoints O’Dea 


Cushman’s Sons, Inc., New York 
bakery chain, has placed its adver- 
tising with Mark O’Dea & Co., New 
York. 


Free Lance Surrenders 


After 12 years as a free lance art- 
ist, Reed Bachman has joined Mein- 
zinger-Quail, Inc., Detroit. 


Spline Joins Vick 
Robert E. Spline has resigned as 
vice-president in charge of mer- 
chandising, Churchill-Hall, Inc., New 
York, to become manager of the 
new products department of the 
Vick Chemical Co., Greensboro, N. C. 


“Canadian” Makes Gain 


Canadian Magazine, Toronto, re- 
ports a gain of 38 per cent in lineage 
for the first seven months of 1932. 
The increase by the Maclean paper 
was 24,706 lines. 


Newspaper Gets Lyons 

After serving Arthur Towell, Inc., 
agency of Madison, Wis., Owen E. 
Lyons has become advertising man- 
ager of Wisconsin Rapids Daily Trib- 
une. 


DANGER! 


Dancer? Danger to whom? 


SHADOWS AT WORK! 


Danger to the maker of the goods 
these women are buying. Danger in 
case he has not staked out some foot- 
hold for his product in the affections 
of men. 

These women are buying Cut-glass 
Self-winding Spaghetti Reels, having 
been drawn together by an excellent 
ad in the morning paper. But are 
these sales final? Not necessarily. 
This afternoon, 1872 women will march 
proudly home with their purchases 
under their arms. Tonight they will 
display them to 1872 husbands. 

Tomorrow there will be another 
sizable crowd in the Glassware de- 


partment. But a good fraction of it 
will be clustered around the desk 
marked “Exchanges and Refunds.” 
And the reason in an astonishing num- 
ber of cases will be: “Husband didn’t 
like.” 

Few men are ever seen in a Glass- 
ware department—or a Millinery de- 
partment or a Beauty department. 
Yet anyone with an X-ray eye would 
see thousands of them there. For be- 
hind every Buying Wife there stands 
an invisible presence—the shadow of 
a husband. 

When you advertise, tell the men 
about the virtues of your product 
as well as the women! If it cost as 


much again to tell the men; this 
might not be such good advice. But 
it doesn’t. 

As a matter of fact, if you use a 
Family Group magazine like Red- 
book your message is read by the 
whole family—men plus women—for 
30% less than it costs to reach one 
sex alone through other media. Every 
thousand copies of Redbook are read 
by 1480 women and 1420 men. Even 
if it didn’t help your sales to have 
men see your advertising, it would cost 
less to reach women alone in Redbook! 

Sell the family and you sell all. 
Redbook Magazine, 230 Park Avenue, 
New York City. 
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ADVERTISING AGE 


August 6, 1932 


City Workers May 
Publish Magazine 


The Department of Sanitation of 
New York is planning a monthly 
magazine for its 15,000 employees. 
“Sweepings.” “White Wings’ Com- 
panion” and “Shovel and Broom” 
are favored titles. 


WBT Increases Power 


Station WBT, Charlotte, N. Car., 
has increased its power to 25,000 
watts, a gain of 20,000. There is no 
increase in rates. The station pays 
commissions to agents on both time 
and talent. 


McClure at Chautauqua 


W. Frank McClure, vice-president, 
Carroll Dean Murphy, Ine., Chicago 
agency, spoke at Chautauqua, N. Y., 
Aug. 3 on “Advertising in Its Appli- 
cation to Civic Affairs.” 


Part-time 
Advertising 


Representative 


Thoroughly experienced ad- 
vertising salesman can repre- 
sent a class or trade publica- 
tion in the Middle West. 


Has wide acquaintance 
among advertising agencies 
in territory and can do an ef- 
fective job for editorially 
sound publication. 


Commission basis. 


Box 146 
Advertising Age 
537 S. Dearborn St. 
Chicago 


QuaLity—You can get me- 
chanical excellence that re- 
produces your merchandise 
with utmost fidelity. 

PricE—Fair prices have con- 
tributed to the upbuilding 
of Chicago’s largest photo 
engraving organization. 

ServicE—An appreciation for 
the emergencies that beset 
advertisers is inherent in us. 


Jahn & Ollier Engraving Co. 
Telephone MONroe 7O8O 


817 W. Washington Bouleverd 
So a ee Se ae 


“MOVING 


into town for the summer 
when the family goes 
away? Then consider 
The Winthrop, the hotel 
that advertising men find 
so convenient. 
7 
Furnished suites of 
from one to four rooms 
by the day, month or 
year. Serving pantries, 
frigidaire and large closets 
with every suite. 
* 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


QUIRK VICTIM 
OF PNEUMONIA 


(Continued from page 1) 


strong influence on the artistic side 
of the moving picture business. 

He had the feeling that advertis- 
ing men might contribute much to 
the picture field, and in an inter- 
view with ADVERTISING AGE in 1931, 
suggested that if they would write 
the advertising for an imaginary 
photoplay, he would endeavor to 
turn the plot into a real picture. 
This project, however, never got 
very far. 

Mr. Quirk is survived by his 
widow, the former May Allison, 
whom he married in 1926, and two 
children by a former marriage. 

There will be no change in per- 
sonnel or policies of Photoplay Pub- 
lishing Co., it was announced at 
headquarters here. 


A.A.A.A. ISSUES 
INCOME CHARTS 


New York, Aug. 4.—A chart pres- 
entation of income data taken from 
six newspaper reader surveys has 
been published by American Asso- 
ciation of Advertising Agencies. The 
six cities in which surveys were 
made are Boston, Buffalo, Detroit, 
Philadelphia, St. Louis and Washing- 
ton. 

There are three charts for each 
city. The first two charts show a 
breakdown of each paper's circula- 
tion by six income classes. In the 
first chart this is shown in percent- 
ages and in the second chart in 
amounts of circulation going to each 
of the six income classes. The third 
chart shows coverage or ratio of cir- 
culation to families in each of the 
six income classes. 

This chart presentation enables 
advertising buyers to compare and 
visualize the results of the surveys 
more readily. 

A. A. A. A. members and the 29 
newspapers included in the studies 
have received one copy of the report 
free. Others will be sold at $10 each. 


Roswell Dague, Ayer 


Executive, Is Dead 


Roswell Dague, 48, former New 
York newspaper man, who was with 
the New York office of N. W. Ayer 
& Son, Inc., for nine years, died 
Aug. 2. 

He joined the agency as publicity 
representative and later became as- 
sistant director of the motion picture 
department. 


Base Contest on 
Janet Gaynor’s Bob 


In co-operation with Fox Film 
Corp., American Hairdresser, New 
York, is sponsoring a contest in 


which $100 will be paid for the best 
letter about Janet Gaynor’s new coif- 
fure. 

About 10,000 exhibitors will co-op- 
erate. 


New Post for Gilmore 


Albert F. Gilmore has been elected 
a trustee of the Christian Science 
Publishing Society, Boston, succeed- 
ing William P. McKenzie, who be- 
comes a member of the Christian 
Board of Directors. 


Mann with “Stage” 
Conklin Mann, formerly with 
Erwin, Wasey & Co.. New York, has 
joined Stage, New York, as general 
advertising manager. Sarah J. 
Brown remains as Eastern advertis- 

ing manager of the magazine. 


Gypsum to Hazard 


Structural Gypsum Corp., Linden, 
N. J., and Zenitherm Co., a subsid- 
iary, have placed their advertising 
with Hazard Advertising Corp., New 
York. 


Start “Western Progress” 


Willard E. Hawkins and James E. 
Fuller will publish Western Progress 
at Denver as a semi-monthly. 


‘Can This Be?’ 
Asks Hausman, 
Contest Winner 


Brooklyn, N. Y., Aug. 4.—Louis 
Hausman, of the advertising depart- 
ment of American Safety Razor Corp., 
expressed surprise when informed he 
had won the contest sponsored by 
ADVERTISING AGE to develop a defini- 
tion of advertising. 

“It doesn’t seem possible,” he said. 
“IT understood that all contest win- 
ners had to be South Carolina truck 
drivers, with large families depend- 
ent upon them.” 

With some humiliation, Mr. Haus- 
man admitted no one depends on him 
but Mrs. Hausman and a wire haired 
fox terrier. 

He gave out the following state- 
ment to the press: 

“In spite of winning this contest, 
I will not abandon my work for a 
career on the stage or in radio. 

“I was born and educated in New 
York, getting an A. B. from Colum- 
bia College in 1927. Since I never 
studied Latin, I am still waiting for 
some one to translate the degree for 
me. 

Deserted Wal} Street 


“With the exception of a _ few 
months in Wall Street, I have been 
with the American Safety Razor Cor- 
poration ever since, writing copy, 
handling publicity and interviewing 
salesmen. Their complaints to the 
contrary, I sometimes say ‘Yes.’ 

“IT do considerable writing on the 
side and have collected an amazing 
assortment of rejection slips. The 
forthcoming reward from ADVERTIS- 
ING AGE will be the first I ever got 
out of Chicago. The last time I was 
there the white ball always rolled 
in the wrong number. 

“I spend my vacations in Maine, 
don’t play golf, and firmly believe 
the horseless carriage is here to stay. 
I thing Ring Lardner writes the best 
short stories and always thought 
Katherine Brush was one of Dr. 
West’s products. 

“After seeing the picture, ‘Red- 
Headed Woman,’ I think I was right 
the first time.” 


Plowfield Starts 


Monthly Magazine 


William F. Plowfield, formerly 
president of Flyosan Co. and one- 
time advertising manager of Tatler 
é& American Sketch, has begun pub- 
lication of Westchester Sketch at 
White Plains, N. Y. 

John H. Hade is editor; George F. 
Williams, former advertising mana- 
ger of Billboard, is business mana- 
ger; Harvey Osborn, formerly with 
the New York Journal, is advertising 
manager; Arthur J. Cogswell, for- 
mer art director, Wm. J. Rankin Ad- 
vertising Agency, is art director, and 
Hazel N. Berry, formerly with Mc- 
Cann-Erickson, Inc., is publicity di- 
rector. 


Turner Jones to 


Interpret Survey 


Turner Jones. vice-president of 
Coca-Cola Co., Atlanta, and J. M. 
Drescher. D’Arcy Advertising 
Agency, St. Louis, have been named 
directors of Survey Application by 
Druggist Research Bureau. 

They will inform druggists as to 
the most effective manner of apply- 
ing the facts gathered from the Na- 
tional Drug Store Survey. Their 
services have been donated by the 
Coca-Cola Co., which will pay ex- 
penses. 


Takes Financial Post 


Porter Elizabeth Kane has been 
named director of public relations 
and advertising of the Morris Plan 
Company of New York and affiliates 
in other cities. Syd Hughes will be 
assistant director. 


Inventory Ewing Estate 


Inventory of property left by the 
late Robert Ewing, publisher of 
New Orleans States and other papers, 
shows $720,271 in stocks to be the 
chief asset. 


Frigidaire’s Degree 
Frigidaire Corp., Dayton, is con- 
ferring an “F. C. M.” on salesmen 
who qualify. It stands for Frigid- 
aire Commercial Man. 


ENTIRE FIELD 
BENEFITS FROM 
INSURANCE COPY 


Boston, Mass., Aug. 4.—A recent 
article by Roy Dickinson, quoting 
some statistics prepared by the Leon 
Livingston Advertising Agency of 
San Francisco, has attracted consid- 
erable attention in the life insurance 
world. 

The Livingston analysis endeav- 
ored to show by charts and graphs 
that the four life insurance compa- 
nies which have done best during 
the depression are those which have 
been consistent national advertisers 
during the past ten years. 

One of the four companies cited 
was the John Hancock Mutual Life 
Insurance Company of Boston. Asked 
to comment on the analysis, Henry 
H. Putnam, manager of the depart- 
ment of publicity of the John Han- 
cock Company, said he dislikes to 
accept any statistics as conclusive. 

“The analysis and tables,” he says, 
“dealt with the sums spent in ‘ad- 
vertising’ by life insurance compa- 
nies, but these figures are abstracted 
from the annual reports, and include 
in advertising expenditures all print- 
ed material used by all of the com- 
panies, including the four national 
advertisers mentioned, as a part of 
their publicity work and advertising. 

“So not all advertising expendi- 
tures—in fact, only a comparatively 
small part of them—are in national 
advertising in magazines and news- 
papers.” 

Others Advertising 


Mr. Putnam explained that a cer- 
tain portion of the advertising of the 
four companies is_ institutionally 
beneficial to life insurance as a 
whole, but in recent years at least 
six additional leading life insurance 
companies have come into the na- 
tional advertising field, this share of 
the advertising bill being borne by 
a larger number of companies; also 
more companies are finding it bene- 
ficial to themselves to be known as 
national advertisers, if only for the 
good will and name publicity. 

“Though I am a strong believer in 
life insurance advertising for good 
will and name publicity,” said Mr. 
Putnam, “I have never thought that 
its direct effect on production of 
business was as great as some have 
claimed. 

“However, it does give, in many 
cases, an additional incentive to 
agents of the advertising companies. 
The fact that a company is known 
as a consistent national advertiser 
for the past ten years or more is 
admittedly of benefit to the field.” 


Jack Frost Plans 
Chain of Stores 


Advertisers’ Service, Inc.. Mil- 
waukee, has started a schedule in 
metropolitan dailies for Jack Frost 
Ice Cream Stores, Inc. 

Charles H. Meyering, Chicago, who 
developed Innovation Day-Time Bak- 
ery chain, plans a chain of Jack 
Frost stores. 


Plan Printing Show 


American Institute of Graphic 
Arts will open its eighth annual ex- 
hibit at the Art Center, New York, 
Oct. 10, 1932. It is designed to focus 
attention on design and craftsman- 
ship in typography, excellence in 
presswork and suitability in selec- 
tion of paper and materials. 


Appointed for Dresses 


Betty Wales Dressmakers, Inc., 
New York, Betty Wales “All-but-Fin- 
ished” Dresses, has appointed the 
— Advertising Agency, New 
ork. 


“Oral Hygiene” Changes 

Dr. Arthur G. Smith has become 
editor-in-chief of Oral Hygiene, Pitts- 
burgh, succeeding Dr. Rea Proctor 
McGee, who becomes editor emeritus. 


Kough with Studios 
Paul Kough, former director of 
photography for Tower Magazines, 
has joined Pictorial Studios, Detroit. 


TRADE-MARK 


— 


osed for 


Madge Evans, film star, 
this trade-mark as a child, "Photo- 


play" reminds us. Madge is still 
with us. What ever became of 
Fairy Soap, anyway? 


Rosenblum Manages 


Ziff’s New Branch 


W. B. Ziff Co., publishers’ repre- 
sentatives of Chicago and New York, 
has opened an Atlanta office, with M. 
M. Rosenblum in charge. 

Stuart E. Halliday succeeds Mr. 
Rosenblum in Chicago. A. H. Green 
is an addition to the staff. 


Gorton Starts Paper 


Gorton-Pew Fisheries Co., Glouces- 
ter, Mass., has started “Gorton Kitch- 
enotes,” a multigraphed house organ 
made up chiefly of recipes. 


John P. Egan Dead 


John P. Egan, who recently retired 
from the advertising field, died in 
Jersey City, N. J., July 25. 


Tested Selling’| 
SENTENCES 


(In Press) 
ONTAINS 15,000 hand-picked 


sales sentences compiled over 
a ten year period by Elmer 
Wheeler, Sales Counselor with 
Hearst Newspapers. Introducing 
“The Language of the Brain,” 
the new selling system devised at 
Johns Hopkins University, and 
advocated by leading merchants, 
universities, and advertising agen- 
cies. Limited edition for Ex- 
ecutives, price $5.00. 

Secure your copy now. 
Write for Descriptive Circular. 


JOHN MURPHY CO. 
200 W. Lombard St., Baltimore, Md. 


Publishers since 1837 
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WHAT DO YOU MAKE OF IT? 


In the month of June we received many 
more new architect subscriptions to 
ARCHITECTURE than in any previous 
month in two years ... over 300 new 
subscribers. We think it is a good sign for 
our manufacturing friends. Maybe these 
342 offices are beginning to plan and to 
specify. Will they specify your building 
materials? 


ARCHITECTURE 


Leading Professional Architectural Journal 
597 FirrH AVENUE NEw Yorke 


e wealth 


THE per capita wealth 
of Iowa is fifty per cent 
more than the national 
average! (latest National 
Industrial Conference 
Board figures). Here is a 
rich market and the most 
effective way to sell it is 
with The Des Moines 
Register and Tribune. 


@ 245.241 A. B.C. 
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MISS FISK COVERS A LOT OF GROUND 


Rais ‘ : 
ete 3% , : i 


Lucille B. Fisk, former president, Women's Advertising Club of 
Chicago, ready to fly home after addressing the Women's Club of 
Detroit. Mrs. William E. Hutton, Jr., golf hostess, is bidding her 


guest 


adieu. 


“Modern Woodman” 
Offers Jubilee Rate 


Modern Woodman, Rock Island, 
Ill, with celebrate its golden anni- 
versary Jan. 5, 1933. 

A special rate is offered advertis- 
ers for the last four monthly issues 
of 1932. 


atronage 


of the ELITE 


can be gained by tasteful 
typography in advertising. 
Intelligent, dignified type 
effects are achieved only by 
craftsmen. « We pride our- 
selves, and justly so by past 
achievements, in being high- 
quality artists of type. 
BEN C. PITTSFORD CO. 
605 South Clark Street 
CHICAGO 


Advertising 


GREAT FEMININE 
GESTURE CLEW 
TO CORSET COPY 


New York, Aug. 4.—‘“In corset ad- 
vertising, it’s action,” L. T. Warner, 
vice-president in charge of sales and 
advertising, Warner Brothers Com- 
pany, told a meeting of dealers here 
this week, as he outlined plans for 
a fall advertising crusade against 
“The Great Feminine Gesture”’— 
yanking down the corset. 

Dealers heard that the appropri- 
ation will be increased for the third 
consecutive season, that the entire 
amount will be spent in co-operative 
newspaper advertising and that the 
newsy character of copy will be as- 
sured by preparing it during the 
week of insertion. 

Sales of Le Gant swept upward 
last season as the line was promoted 
with startling copy in newspapers 
and women’s magazines depicting 
corset consumers, clad only in their 
favorite foundation and _ footgear, 
indulging in strenuous sports, such 
as diving, golfing, skating, playing 
tennis and practicing archery. 

Now there is fear the advertising 
went too far in the athletic appeal 
and a new copy slant is being de- 
veloped to interest both vital and 
languid. The new objective involves 
the problem, however, of securing 
action illustrations without resort 
to athletic scenes. 


Warner Seeks Help 


Mr. Warner says it can and will 
be done. As a hint, he said the 
possibility of picturing the feminine 
partner of a dancing couple peeled 
to Le Gant and pumps was under 
consideration. “But wouldn’t it be 
too daring, unless she was dancing 
alone?” he asked. 


The “Great Feminine Gesture” is 
considered too frivolous for publica- 
tion advertising, but the idea will 
be used judiciously for enlivening 
effect. Point of purchase advertis- 
ing will employ black and white 
drawings of fastidiously groomed 
young women caught in this undig- 
nified and embarrassing act, their 


peevish scowls suggesting every- 


Government 
Reports 


INDUSTRIAL SALES PERSONNEL. 


A basis for supervision of indus- 
trial sales personnel. 1932. 26 pages. 
(Bureau of Foreign and Domestic 
Commerce, Domestic Commerce Se- 
ries 62.) 10c. 


CENSUS OF AGRICULTURE. 


Fifteenth census of the United 
States, 1930: Agriculture, vol. 2, pt. 3, 
Western States, reports by States, 
with statistics for counties and a 
summary for the United States. 1932. 
585 pages. (Census Bureau.) Cloth, 
$1.75. 


CENSUS OF DISTRIBUTION. 


Fifteenth census of the United 
States, 1930: Census of distribution, 
retail distribution, State series, Ohio. 
1932. 207 pages. (Census Bureau.) 
25c. 


CONSTRUCTION INDUSTRY. 


Fifteenth census of the United 
States, 1930: Construction industry, 
State series, Maine. 1932. 18 pages. 
(Census Bureau.) 5c. 


OCCUPATION STATISTICS. 


Fifteenth census of the United 
States, 1930: Occupation statistics, 
California. 1932. 61 pages. (Census 
Bureau.) 10c. Massachusetts, 15c; 
Missouri, 10c. 


PATENTS. 


Decisions of the Commissioner of 
Patents and of the United States 
courts in patent and trade-mark and 
copyright cases, 1931. 1932. 788 pages. 
(Commerce Dept., Patent Office.) 
Cloth, $1.50. 


Drug Store Will 
Sell Refrigerator 


Red Cross Drug Department Store, 
Miami, Fla., which claims to be the 
largest retail drug store in the coun- 
try, has taken on the Mayflower line 
of electric refrigerators. 

A former General Electric sales- 
man heads the new department. 


Collins Sails 


Kenneth Collins, R. H. Macy & Co., 
New York, sailed for Europe on July 
30 to join his family—possibly on the 
proceeds of an article he wrote for 
the Aug. 6 issue of The Saturday Eve- 
ning Post. 


Baldwin Ries 


W. J. Baldwin, who spent ten 
years with Alabama Power Co., Bir- 
mingham, has become advertising 
manager of Greenville Products Co., 
mineral water preparations, Green- 
ville, Ala. . 


Buy “Dinner Horn” 


A. G. Pat Mayse, publisher of Paris 
(Texas) Morning News, has bought 
The Dinner Horn from Walter E. 
Boyd and will continue it as an after- 
noon paper published in the News 
plant. 


thing has been ruined by the wrong 
foundation. 

A dramatic playlet charged the 
retailers with the responsibility of 
carrying a message of hope to strug- 
gling feminine golfers. As the plot 
unfolded one of the characters dis- 
covered that all that kept her from 
a vigorous and perfect stroke was 
fear her girdle would suddenly leap 
up around her neck. Fitted in a 
Le Gant, she was on her way to 
crack a hundred as the curtain fell. 


Poster Expert Dead; 
Once a Physician 


Montreal, Canada, Aug. 4.— 
John Wolferstan Thomas, 54, 
vice-president and general 
manager of Williams-Thomas, 
Ltd., who died July 29, began 
his business career as a doc- 
tor. 

The death of a brother 
caused him to enter the out- 
door advertising field, in which 
he made a conspicuous suc- 
cess. He served the Poster 
Advertising Assn. of Canada as 
president. 


RNY 
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HAROLD: R:- DEAL 
Advertising Manager 


Associated Oil Co. 


“OUTDOOR 
ADVERTISING 
does a Dual Job” 


“It conveys our sales message to motor- 
ists while they are in their cars, and it in- 
forms our resellers and prospects of our 
advertising activity.” 


That explains why the Associated Oil 
Company is one of the largest users of 
Painted Highway Bulletins on the Pacific 
Coast. Mr. Deal, Advertising Manager, 
further states: ‘‘The Pacific Coast will this 
year be the Mecca of visitors to the 
Olympic Games, Shriner's and American 
Legion Conventions. We know that these 
people who visit the West by automobile 
will become associated with our products 
because they cannot travel over Western 
highways without seeing our sales mes- 


Have you considered how Outdoor Ad- 
vertising might be used to advertise your 
product to this highly responsive market, 
and how it could be used to develop 
dealer cooperation at low cost? 


Outdoor Advertising produces maximum 
results on the Pacific Coast, for its resi- 
dents as well as hundreds of thousands of 
tourists are out-of-doors the greater part 
of the time. 


Investigate the Outdoor Advertising 
facilities of Foster and Kleiser Company 
in 615 cities and towns in California, 
Oregon, Washington and Arizona. 


Foster and Kleiser 


COMPANY 


GENERAL OFFICES: SAN FRANCISCO 
Operating plants in California 


Washington, Oregon and Arizona 
Offices in New York and Chicago 
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B PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


LANSINGER UNDAUNTED BY DEPRESSION 


SHOW BUSINESS MEN HOW NEWSPAPER IS MADE 


FURIES RUE CK 


xO Otek 2 ot “ 


A MAGAZINE OF YOUTH Ta i 


es NOE RAE ee 


Eo 


Lura T. Lansinger 
and 


John M. Lansinger 


UNITED PRES 


Fenger-Hall Co. is exhibiting a teletypewriter in ac tion in the Russ bldg., San Francisco, to familiarize 
the public with the mechanics of distributing news. In the background are copies of the papers repre- 


announce the publication of a second issue sethed by ee esquetedtien. 


John Marcus; Junior TO SUPPLANT 
STENOGRAPHERS? 


This sound - recording machine 
On the stands July 20, 1932 (right) was demonstrated at a 
convention in Chicago this week. 
It is intended for hotel lobbies, 
where salesmen may dictate 270 


d 25-cent 
Published every four years. On June 8, 1928, the naan P 7. keen, -" 


first issue, Joan Lansinger, appeared. This small, 
fresh magazine met with immediate success and is QUIET MOMENT 
still as fresh as ever. The second issue has been 
carefully planned and the contents fully protected 
by copyright. Entered as first class matter July 20, 
1932, at Evanston Hospital, Evanston. Title and 
corporation name registered on birth records in 
City Hall. Address all communications to editorial 
department, 1527 Juneway Terrace, Chicago. 


Publisher of "College Humor" takes unusual method of announcing 
arrival of a son and heir. Friends have noted with interest the phrase, 
“published every four years." 


« 


Louis Hausman, (right) winner of the contest conducted by Adver- 
tising Age, is snapped in his library. Mr. Hausman gives his reaction 
to being a prize-winner on Page 10. 


CONVERSATIONAL COPY REACHES THE POSTERS 


a 


WHY DOES A, +t oa ; IT’S THE ONE 
7 ee COFFEE THAT'S 

VITA-FRESH, 

IT’S ALWAYS 


ee 


FRESH / 


* 


ELL HOUSE COFFEE 


GOOD TO THE LAST DROP 


MAKES GINGER ALE EASY TO CARRY 

ee Cliquot Club's Twin-Pak encourages the purchase of two bottles, | 

While advertising characters in newspapers and magazines have grown voluble recently, Maxwell besides facilitating transportation. Edward S. Pierce is advertising 
House is the first to adapt this style to outdoor advertising. manager and Danielson & Son the agency. 
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